Vancouver, British Columbia and self-brand connection (H2c), and these relationships are mediated by positive emotional responses (H3). Research Design/Procedure: College students from a Southeastern University were randomly assigned to one of the experimental conditions, story-focused (n=41) or product-focused (n=41) Instagram account of an athletic brand. Based on a pilot study of twelve athletic brands' official Instagram accounts, two separate Instagram accounts from the brand Adidas (i.e., Adidas and Adidas UK) were selected as the study's stimuli because they best represented i) images that portray a narration/story (i.e., Adidas), and ii) images that portray a product focus (i.e., Adidas UK). Following exposure to the stimulus, participants responded to measures for transportation, emotional response, brand evaluation, attitude towards the Instagram, self-brand connection and demographic variables. All measures were developed based on previous research and were measured on 7-point likert scales. The manipulation check was measured through a text analysis based on respondents' pictorial image recall. Findings: ANOVA results demonstrated that respondents who were exposed to the storyfocused images had greater levels of transportation (M=4.837) than those exposed to the productfocused images (M=4.122) (F=6.808, p=.001*). Thus, H1 was supported. Regression and mediation analysis (Hayes, 2013) ). An indirect effect of transportation on brand evaluation via positive emotion was also found (effect =.1913, SE=.083, 95% CI =.060, .388). There was also an indirect effect of transportation on self-brand connection via positive emotion (effect = .353, SE=.088, 95% CI = .194, .533). These results confirm H3 that positive emotion mediates the relationship between transportation and attitude towards an Instagram account, brand evaluation, and self-brand connection. Discussion: Findings from this study highlights the importance of imagery information among millennial consumers, which might be attributed to the advance of mobile devices which provides a limited space to display information and the culture of instant gratification which requests speedy responses. As a result, consumers have become used to receiving and processing imagery information instead of exchanging articulate and lengthy verbal information. Findings from this study help marketers understand consumers' psychological mechanism for proceeding visual narrative mediums in a social media setting. Future studies are recommended to examine joint effects of verbal and non-verbal cues in stimuli on social media platforms. The literature in cognitive psychology elucidates that imagery and text information obstruct each other because of one's limited cognitive resources. Thus, investigating a simultaneous effect of imagery and text information in a brand's social media platforms is expected to generate insightful findings.
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